The purpose of this empirical research is to determine the relative impact of food safety concern, ethical concern and health consciousness on the theory of planned behavior dimensions. Moreover, this study also ascertains the impact of the theory of planned behavior dimensions (attitude, subjective norms, and perceived behavioral control on repurchase intentions of organic food among Pakistan and Italian consumers. A highly structured questionnaire is used to collect the data from 337 consumers from Italy and 314 consumers living in Pakistan. As proposed by the researchers, measurements invariance tests are used to analyze the cultural differences (if any) and subsequently structural equation modeling is used to determine the study hypotheses. The study results revealed mix findings and demonstrated significant differences between Pakistani and Italian consumers.
INTRODUCTION
In recent years, the consumers are facing various food hazards in food consumptions including bovine spongiform encephalopathy; herbicide resides pesticides, genetic modification, and food poisoning (McCluskey et al., 2005; Christoph et al., 2008) . Due to these reasons, the organic food market has seen swift market growth to reduce the herbicides, pesticides, and fertilizers (Lee et al., 2014; Kim et al., 2013) . As per Organic Trade Association statistics, the organic food market grows $27 billion in the United States in spite of a struggling economy. Even though the organic food offerings are increasing and retailers' desire to market more organic food, there are numbers issues in buying this kind of food due to limited availability, higher quality skepticism, and premium prices (Lea and Worsley, 2005) .
Sustainability and social responsibility are important topics in recent marketing research literature (Yoo et al., 2011; Lee et al., 2014; Ishaq and Di Maria, 2018) . In general, the ethical consumer shows his ethical responsibility through his/her buying intentions whereas he/she is also willing to pay premium prices for ethical-backed good and services (DiPietro et al., 2013; Ishaq and Di Maria, 2018) . The existing academic literature related to consumer attitudes, motives and purchase intentions towards organic food behavior is very scarce (Newsom et al., 2005) and had mix results. For instance, the studies of Lea and Worsley (2005) and Lockie et al. (2004) primarily focuses on identifying motives to buying behavior of organic food and found that nutritional information and health are major motives for purchasing. However, the studies of Çabuk et al. (2014) and Manaktola and Jauhari (2007) found that the consumer behavior does not link with positive attitudes of consumers. Several studies have shown that price sensitivity is also an important factor to buy organic food as compared to conventional food. These impediments are considered as reasons for attitude-behaviorgap in organic food buying because the positive attitudes do not always support the purchasing decisions.
Till date, multiple empirical studies have been conducted to analyze the consumers' purchase behavior towards organic food. The one group mainly focuses on the influence of consumer motives on the organic food and found that the nutritional and health motives are a most influential factor that pushed the consumer to buy the organic food (Lea and Worsley, 2005; Lockie et al., 2004) . Williams and Hammitt (2000) claimed that some consumers prefer the organic food to establish healthier eating habits and positive gains. Another strong motive appeared in the literature is an environmental concern (Magnusson et al., 2003) , but with mixed results (Çabuk et al., 2014) .
Some of the key and primary motivating factors identified for current study are food safety, environment, and health (Hughner et al., 2007; Smith and Paladino, 2010; Hoefkens et al., 2009; Nardalı and Ay, 2008; Lodorfos and Dennis, 2008; Hamzaoui-Essoussi and Zahaf, 2008; Hwang, 2016; Lee et al., 2015; Çabuk et al., 2014) . Despite these empirical findings, some studies also found that the food safety, health, and environment is not a strong predictor of repurchase intentions and consumer attitudes to buying organic food (Smith and Paladino, 2010; Michaelidou and Hassan, 2008; Tarkiainen and Sundqvist, 2005) . Hence, it cannot be argued that these key motivating factors have the same importance in consumers' mind about buying organic food.
The food choice motives have been explored numerous times (Lee et al., 2015; Çabuk et al., 2014; Chen et al., 2007) , but, no study has been conducted to identify the relative impact of organic food buying behavior among consumers of a developed economy and emerging economy in the world. Accordingly, the purpose of this research is to determine the relative impact of environmental concern, health consciousness and food safety concern on Theory of Planned Behavior (TPB) dimensions (attitude, subjective norms, and perceived behavioral control). Additionally, this research also explores the impact of TPB dimensions on purchase intentions of Italian and Pakistani consumers who are buying organic food.
HYPOTHESES DEVELOPMENT

Health Consciousness and TPB
The scandals in food, allergy in children, and the negative influence of biotechnological advancement in agricultural products on environment and health (Çabuk et al., 2014; Rimal et al., 2006; Lee et al., 2015) had increased the consumer's interest to be health conscious and buying organic food. Michaelidou and Hassan (2008) argued that consumers having health concerns are interested in healthier behavior, good quality life and buying a pattern to prevent illnesses. This health consciousness is such a vital encouraging factor for the consumers that many studies have been conducted to determine the actual purchase behavior and intention to buy (Nardalı and Ay, 2008) . Magnusson et al. (2003) claimed that health is considered as a relatively strongest influencer for repurchase intentions, frequent buying behavior, and attitude towards purchasing organic foods. Many studies have shown the consumer preferences towards organic food because of healthier which shaped the purchase attitudes (Hoefkens et al., 2009; Hamzaoui-Essoussi and Zahaf, 2008) . The study of Michaelidou and Hassan (2008) also claimed that health consciousness has a significant impact on purchase attitudes regarding organic food. As far as the cultural differences are concerned, Squires et al. (2001) shown differences of opinion among Dutch and New Zealander consumers. The Dutch consumers prefer environment while New Zealand consumers prefer health as the strongest predictor of organic food consumption. Based on these results, it can assume that the health consciousness influences consumers attitudes, subjective norms and perceived behavior control (PBC) in buying organic food.
H 1 : Health consciousness has a positive impact on TPB dimensions (attitudes, subjective norms, and PBC).
Environmental Concern and TPB
The environmental concern is also taken as an important factor in buying organic food. As compared to conventional food, the organic food is considered as more environmental friendly products which put less harm to the earth and also beneficial for the environment (Grønhøj and Ölander, 2007; HamzaouiEssoussi and Zahaf, 2008; Hwang, 2016) . The literature states that consumers are actively consuming that food which they perceived little harmful to the environment, and are sustainable, and ecological friendly (Zanoli and Naspetti, 2002) . In contrast to these results, some studies also found adverse results on the relationship of organic food consumption and the environment. Verhoef (2005) claimed that organic food consumption does not have any significant impact on buying intentions and preference for organic food. The studies of Çabuk et al. (2014) , Yadav (2016) , and Lee et al. (2015) found a positive impact on buying attitudes of organic food. Based on these results, it can assume that:
H 2 : Environmental concern has a positive impact on TPB dimensions (attitudes, subjective norms, and PBC).
Food Safety and TPB
The rapid growth in pain relievers, hormone, animal residues, toxins, food additives, bacteria and pesticide residuals in food have increased distrust on the quality and edibility of food concerns (Rimal et al., 2005) . Moreover, it is also not claimed that the quality and integrity of organic food is also safer than conventional food. However, there is limited scientific evidence are available which claimed that the consumption of organic food is healthier and safer (Magkos et al., 2006) . Numerous studies also take food safety concern as an important motivating factor to buy organic food (e.g., Çabuk et al., 2014) . Rimal et al. (2005) claimed that the perception regarding food safety risk is significantly different between the consumers who prefer organic food versus the consumers who buy conventional food. The organic food buyers perceived that the potential risk of pesticides in organic food is relatively low when it compared to conventional food. For this reason, the consumers are ready to pay premium prices (Williams and Hammitt, 2000) .
Similar to environmental concern and health consciousness research studies, food safety concern also has mixed results. Michaelidou and Hassan (2008) found that food safety concern has a positive influence on attitudes towards organic food but insignificant impact on intention to buy. Since the majority of studies claimed the impact of food safety concern on purchasing attitudes; it can assume that food safety concern influence TPB's dimension among Pakistan and Italian consumers. Therefore, H 3 : Food safety concern has a positive impact on TPB dimensions (attitudes, subjective norms, and PBC).
TPB Dimensions and Purchase Intentions
Numerous theories are available to understand the human behavior, the theory of planned behaviour (TPB) is considered as the key theory to understand the wide ranges of behaviours (Ajzen, 1991) . This theory is implemented in various contexts including the adoption of IT, alcohol consumption, hoteling industry and travel destination choices (Hsu and Huang, 2012) . The recent studies revealed that the attitudes towards organic food strongly predict the buying intentions (e.g., Gracia Royo and de Magistris, 2007) . A significant and relatively strong relationship has been in previous studies in diverse settings (Michaelidou and Hassan, 2008; Lee et al., 2015) . Tarkiainen and Sundqvist (2005) claimed that the consumer attitudes influenced organic food's buying intentions. Moreover, the same result also found in the study of Chen et al. (2007) study.
The subjective norms explain the social pressure perceives by an individual when he/she engages him/herself in a behavior. The study of Sparks et al. (1995) contended that the subjective norm is one of the weakest predictors of buying intentions whereas the study of Chen et al. (2007) and Armitage and Conner (2001) demonstrated subjective norm as a strong influence on repurchase intentions regarding organic food.
The third aspect of TPB is perceived behavior control which refers to self-control in a given situation while taking the benefits and risks associated with that specific behavior. The studies of Chen et al. (2007) and Godin and Kok (1996) reported the positive influence of PBC on buying intentions. Based on these results, the following hypothesis states as:
H 4 : TPB dimensions (attitudes, subjective norms, and PBC) have a significant impact on purchase intentions.
RESEARCH METHODOLOGY
The conceptual model tested in this study is presented in Fig. 1 . The academic literature contains two stand-out approached to understand and analyze the cross-cultural examinations; the etic approach and the emic approach. This study uses an etic approach where a researcher collects the data from two culturallydifferent populations and explore the differences (if any). Using self-administered and survey research approach, the data is collected from consumers of different ages living in Italy and Pakistan. To determine the sample representativeness, Kline (2011) proposed that data should be collected from 10 respondents against each measuring item. In this study, the total measuring items are 31, so the sample should be 310 from each country. Accordingly, the questionnaire is distributed using a convenience Among Italian respondents, 53% respondents are female whereas the male accounted for 47%. Concerning age, 23% respondents have age less than 25 years old, while 46% have age between 26 and 35 years and 31% respondents have an age greater than 35 years. A total of 66% of respondents are single while 30% are married and 4% do not disclose their marital status. With respect to Pakistani sample, 69% respondents are male while only 31% are female. Majority of the respondents (52%) having age between 26 and 35 years of age. For marital status, 59% of respondents are married while 41% are single.
Although, the previous studies related to organic food consumption conducted in crosscultural settings (e.g., Squires et al., 2001; McEachern and McClean, 2002; Tsakiridou et al., 2008; Schifferstein and Oude Ophuis, 1998) , but in the almost same cultural environment as per Hofstede cultural theory. This current study is first of its kind that collected the date from two countries that that economically and culturally different. Both cultures are distinguished and exemplified at a different level in the cultural study of Hofstede (1991) . Engelen and Brettel (2011) claimed that the individualism-collectivism dimension is most important to determine the cultural differences. Moreover, around 52% of studies conducted in a cross-cultural context are mainly focused on the said dimension. According to this dimension, Pakistan is considered as one of the most collectivistic country having a score of 14 whereas the Italian environment is purely individualistic with 76 score.
The highly structured questionnaire is designed to collect the responses purchase intentions, perceived behavioral control, subjective norms, purchase attitudes, health consciousness, and environmental concerns. The theory of planned behavior's dimensions is adapted from the scale of Bredahl (2001) where 4-items are used to measure purchase attitude, 3-items are used for the subjective norm, and 4-items are used to determine perceived behavioural control. The 4-items related to purchase intentions towards organic food are taken from the studies of Pliner and Hobden (1992) and Bredahl (2001) whereas 7-items are taken from Williams and Hammitt (2000) , McEachern and McClean (2002) and Michaelidou and Hassan (2008) to measure food safety concerns. The environmental concern (4-items) and health consciousness (6-items) are taken from the studies of Roberts and Bacon (1997) and Michaelidou and Hassan (2008) respectively. The responses are collected on a 5-point Likert scale where 1 = strongly disagree, and 5 = strongly agree.
STUDY RESULTS
Tab. 1 shows the descriptive statistics of all independent and dependent variables. The statistics included mean, standard deviation, composite reliability, and average variance extracted. The results showed that the internal consistency is significantly established as the values are above 0.70 for both samples. Tab. 2 provides the correlation results of Pakistani sample. All the correlations are positive and significant. The results indicated that the highest correlation of health consciousness is with the subjective norm (r = 0.335) whereas the lowest correlation is with food safety concern (r = 0.187). The highest correlation of environmental concern is with purchase attitude (r = 0.349) whereas the lowest correlation is with subjective norm (r = 0.287). The highest correlation of purchase intentions is with health consciousness (r = 0.335) whereas the lowest correlation is with perceived behavioral control (r = 0.183).
Tab. 3 provides the correlation results of the Italian sample. All the correlations are positive and significant. The results indicated that the highest correlation of health consciousness is with the subjective norm (r = 0.360) whereas the lowest correlation is with food safety concern (r = 0.187). The highest correlation of environmental concern is with food safety concern (r = 0.332) whereas the lowest correlation is with the subjective norm (r = 0.277) and so on. The highest correlation of purchase intentions is with health consciousness (r = 0.311) whereas the lowest correlation is with perceived behavioral control (r = 0.178).
Since the scales of independent and dependent variables are taken from previous studies; hence confirmatory factor analysis is run using AMOS 18 to determine the validity of scales and model fitness separately for both cultures (Kline, 2010) In order to draw legitimate conclusions, measurement invariance tests are compulsory to the generalization of theories in cross-cultural contexts. Without checking these tests, the results might not be valid and flawed. The unbiased and complex method to check cultural -cultural differences is to run multi-group confirmatory factor analyses (Vandenberg and Lance, 2000) . The measurement invariance is stated if the difference of model fit indices (CFI and ∆CFI) from two multi-group confirmatory factor analysis is between −0.01 to 0.01 (Cheung and Rensvold, 2002) .
There are two methods to check measurement invariances among two different cultures. The first method is to check configural invariance through multi-group CFA. If the model shows adequate model fitness, then it represents that the data is coherent with the theory and conceptual framework across two cultures. Although χ 2 is significant (χ 2 (257) = 843.94) whereas the other fit indices (GFI = 0.90, RMSEA = 0.052, NFI = 0.94), IFI = 0.92, CFI = 0.93) are in accordance to given threshold. These results showed the strong model equivalence in both The results revealed that the health consciousness (β = 0.39), environmental concern (β = 0.45), and food safety concern (β = 0.46) has positive and relatively stronger impact on purchase attitude among Italian sample as compared to Pakistani sample [for health consciousness (β = 0.30), environmental concern (β = 0.42), and food safety concern (β = 0.32)]. When we take subjective norm as dependent variable, the results showed that health consciousness (β = 0.42), environmental concern (β = 0.40), and food safety concern (β = 0.39) has positive and relatively stronger impact on subjective norms of Pakistani respondents as compared to Italian consumers [for health consciousness (β = 0.41), environmental concern (β = 0.36), and food safety concern (β = 0.29)]. The TPB dimensions also have positive impact on purchase intentions for both samples. Hence, the results revealed that all hypotheses are accepted and also find significantly difference between two cultures.
CONCLUSION AND RECOMMENDATIONS
In this study, the impact of health consciousness, environmental concern, and food safety concern have been determined among Italian and Pakistani consumers. Moreover, this research also explores the influence of TPB dimensions on purchase intentions. Consistent with previous findings, the results revealed the significant relationship of food safety concern, environmental concern, and health consciousness on the purchasing attitudes towards organic food in both samples (Lee et al., 2015; Çabuk et al., 2014; Smith and Paladino, 2010; Magnusson et al., 2003; Honkanen et al., 2006; Michaelidou and Hassan, 2008) . Also, the study findings also demonstrated the TPB dimensions has a positive influence on purchase intentions for both samples, similar to previous results (Michaelidou and Hassan, 2008; Lodorfos and Dennis, 2008; Lee et al., 2015; Gracia Royo and de Magistris, 2007) . Based on these results, it is evident that the theory of planned behavior strongly influenced the buying intentions.
The changing in eating preferences among consumers, the retail businesses got a crucial opportunity to expand their market in organic food. The antecedents of TPB has positive influence on consumers' buying intentions towards organic food. This finding is coherent with Ajzen (1991) theory. Although, the TPB theory is considered as they relevant model that predict the different behavioral intentions, but the researchers claimed that the results are not always consistent because it depends on the situations and behaviors (Jasper and Waldhart, 2013) . For instance, the results of Shim et al. (2001) , Çabuk et al. (2014) and Njite and Parsa (2005) found attitude as stronger predictor of behavior but in specific situation. Additionally, Lee et al. (2015) and Tarkiainen and Sundqvist (2005) proposed that the purchasing attitude influences the consumer's behavioral intentions. But, some studialso find unclear relationship between attitude and purchase intentions (Lin and Chen, 2009) .
The next dimension of TPB is subjective norms on which researchers argued that it is the weakest influence on buying intentions (Sparks et al., 1995) . In contrast, the current study demonstrates subjective norm as well as attitude as strong predictor of purchase intentions towards organic food. Armitage and Conner (2001) claimed that the researchers mostly used single-item construct to measure subjective norms that decreases the predictive power of the construct and also considered as inadequate measurement. The meta-analytical study of Armitage and Conner (2001) concluded that multiple-items construct of subjective norm has strong relationship purchase intentions when compared to single-item construct.
In spite of the significance of this study for an organic food market in both countries, this study also has some important limitations which should be undertaken in future research studies. Firstly, the sampling size and convenience sampling have foiled the generalizability of the results to the population. Hence, the future studies should increase the sample size and collect the data through probability sampling technique to get generalizability. Secondly, only food safety concern, environmental concern and health consciousness are taken as motivating factors to predict attitudes and purchase intentions. In order to expand more in-depth understanding of consumer behavior towards organic food consumptions, future studies should take quality, ethics, fashion, nostalgia, local economy status, animal health and taste into consideration. Finally, the future studies should incorporate mediating variables in said relationships. 
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